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sumers, 189; unable to develop direct marketing of wheat, 193-196; specialization prevents him from being middleman, 213, 267-268; productiveness due to specialization, 213; receives profits in marketing through cooperation, 242; opposed to taking speculative risk, 250; desire the profits of marketing, 288; purchasing power reduced by war, 300.
Farming, commercialized recently, 2; on small scale most efficient, 14; character of, affects marketing, 103; specialized by regions, 187-190; stimulated by increasing prices and profits, 303-304; success depends on farmer's methods, 360-361.
Farm products. See Products; main classes, 16; kinds marketed, 17; chiefly raw materials, 187; requiring processing, 268; proportion processed, 268-269; characteristics in relation to price making, 308; responsibility for production must fall on individual farmer, 290-292,
323-325, 37i. Federal Government, its duties to society,
374-
Federated systems. See Federations, Integrated marketing method; California Walnut Growers' Association, 368-369;
i Wisconsin Cheese Producers' Federation, 369-370; Canadian Cooperative Wool Growers, Fig. 52, face p. 371.
Federations. See Cooperation, Cooperative marketing agency, Integrated marketing method; benefit by advertising, 72; in relation to advertising, 77; value in marketing system, 203, 211, 328, 332, 350-351, 366-371; means of supplying informational service, 203, 211, 309, 332, 366; growth prevented by suspicion, 235; means of integration, 240, 290, 368-371; essential to cooperative success, 259-260; are cooperating local enterprises, 260; means of marketing improvement, 264, 292, 332, 351; stabilize agriculture, 292, 350-351; then use of "opening prices," 321; reasons for use of guaranteed price, 321; merits in use of guaranteed price, 328-329; superior in price making, 332-333; of local marketing units essential, 365, 371; objects, to maintain relationships, 365-366; are solving problems of agricultural marketing, 366-368; some popular objects not attainable by federation, 366-367; in relation to competi-
tion standards,   381-382;   primary object of, 3 87.
Financial independence, its value, 173. Financing. Sec Cooperative financing, Capital, Credit; service of, 28, 158-176; facilitated by grading, 62; warehouse, receipts as a basis of, 03, 175; necessity for, 158, 160; illustrated, Fig. 27, face p. 169; social value of, 161; from outside sources, 162; objects of, 161-163; sources of, 163, 175; soundness in, 163, 171, 175; expediency of, 163, 164; variation in seasonal need for, 165; limited by extent of saving, 166, 168; direct, example, 168; stock dividends reduce costs, 170; causes for refusal to grant, 171; available for the dlident, 172; unjustified for the ineflinenl, 172; methods, 172, 175; through deferred payments, 174; justified for all efficient producers, 175; cooperative concerns, 252-253, 256-258; made uncertain by needless duplication, 346.
Financing, adequacy of, 163-166, 232, 239-240.
Finished products, largely created by middlemen, 96-98.
Fixed capital, meaning, 161; examples, 162.
Flat prices, unfair to retail customers, 222, 33Q; penalize producer of high quality, 239, 338-33Q-
Flour, grinding machines, Fig. 15, face p. 100; cost of making, 100; milling stabilized by storing, 148; distributing, ior, 209-2ro; production per wheat farmer, 192, 195; consumption per family, 192, 195; direct marketing impractical for, 192; steps in marketing, 195; cost of distributing, 224; of wholesaling, 224; of retailing, 224.               ,^
Flour mill, cost of operation, 100-103, 193; illustrated, Fig. 14, face p. 100; its part in distributing, 190, IQI, 205, 206-210, 218; development justified by efficiency, 193; large volume requires numerous connections, 193; requires local elevators, 194, 195; secures selling service from wholesaler, 197; rarely codpera-tive, 248.
Fluctuating prices.   See Price fluctuation.
Food. See Retailer; conservation by canning, 92; relative importance to consumer, 180; kinds, 183; sources, 183, 184; variety demanded by consumer, 182-184, 210.
Form utility, 25, 27.